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Political environment
Perhaps, one major challenge likely to impact the performance of Airbus is UK’s exit from European Union (Brexit). Currently, the aerospace giant’s wings are produced in England where it employs 14,000 people. For a company that is already struggling with a complex production system in which manufacturing is shared across several countries, this will result in more costs as a result of border delays and increased labour costs (Holinger and Woodhouse 2019).  
On the other hand, heightened global insecurities present a major opportunity for the industry. In fact, global defense spend  is forecast to grow by 3-4% to reach $1.9 trillion in 2020 as governments continue to strengthen and modernize their military (Deloitte 2020). Perhaps, most of this growth will be boosted by increased spending in the US, China as a result of growing tension, India as well as other Middle Eastern regions will also contribute a big share (Deliote 2019; Deloitte 2020).
Economic environment
Across developing economies, aircraft demand is showing signs of strong growth, with Asia Pacific, and Middle East experiencing the fastest growth across all aircraft segments (KPMG 2016). According to a 2018 Airbus report, between 2018 and 2037 China will need over 7,400 new passenger aircraft and freighters, a total market value of US $1,060 billion making 19% of the global aircraft demand in the next 20 years (Airbus 2018). 
Social environment
In recent decades, several countries have positioned themselves into the ranks of p middle-income and even advanced economies. Among these regions, Asia is currently the fastest growing and with this growth has come urbanization, rising demand and productivity growth, and its dynamic corporate sector (McKinsey & Company 2019). In fact, China is forecast to become the biggest aerospace market globally, forecast to require at least 7,690 new commercial aircraft worth US$1.2 trillion as a result of the growing luxurious middle class (Xiaoying 2019). On top of that, the superrich demographic in the US and Asia will boost the sales of private jets, with over 8000 jets forecast to be bought over the next decade (Neate 2019).
Technological environment
Airbus has established major digital presence in order to build greater relationships with stakeholders including its partners and customers. Its website named iflyA380.com has built a direct-to-consumer campaign which has helped it to market its A380 model (Adobe blog 2018). 
Legal environment
In October 2019, the US subjected Airbus to a 10% tariff after winning the World Trade Organization issues over subsidies received by the aircraft manufactures. This 10% is on top of the $7.5 billion imposed on EU imports and the steel and aluminum tariffs from 2017 (Peker and Zumbrun 2019).
Environmental issues
The aviation industry is one of the biggest emission contributors, in form of carbon and noise. Airbus has is currently innovating hybrid-electric engines which can reduce both air and noise emissions from aircrafts.
Porters five forces analysis

Threat of entry
In an industry, threat of entry highly depends on the barriers to entry. The barriers to entry in the aerospace industry are very high due to the strict regulations, intensive capital investments involved, economies of scale among other costs involved. 
Threat of substitutes (high)

Bargaining power of buyers (low)

Bargaining power of suppliers (high)

Competitive rivalry (low)


SWOT 
Strengths
One of our strongest assets is our backlog of orders which supports our production plans. 


Weaknesses 
Cash flow has been hit by continued issues, including a lack of export orders, with the A400M military transport aircraft.
The group is struggling with a complex production system in which manufacturing is shared across several countries and parts are shipped repeatedly across borders
The company’s growth has been hampered by internal personal rivalries and the bribery investigation that has led to several key managers departing the organization.

3: Stakeholders
Stakeholders are people who can affect or impact as well as be affected or impacted by an organization. Stakeholders are present in many organizations including private corporations, NGOs or even the government. Typical stakeholders of a typical business include customers, suppliers, distributors, shareholders, employees, government etc. Some of these stakeholders will be external while others internal to the business, but what they share in common the ability to impact as well as be impacted by organizational decision making (Hawrysz and Maj 2017).
 A complex multinational firm such as Airbus cannot operate without stakeholders, not least the fact that numerous components of its products are assembled in different parts of the world, which means stakeholder involvement is high and likely exerts strong influence on decision making.
A stakeholder analysis of Airbus reveals its employees exert significant power and hence must be consulted in key decision-making processes that affect company welfare. The company offers employees organizational perks such as paid holidays, sick leave or stock purchase options in order to keep stakeholder employees happy and satisfied. Communication with employee stakeholders occurs via company intranet, email, meetings, and internal memos.
The next batch of external stakeholders are the customers who purchase its products. These are very powerful stakeholders since Airbus primarily sells to the B2B market composed of airline companies, who have significant power. These demand fuel efficient planes, which is why the company has been working on improving its fleet so they become fuel efficient. Communication with customer happens through the annual report, trade publications etc.
Other stakeholders include government whose main interest is compliance with taxes and health and safety of passengers. 
4: Communication
Communication refers to a part of promotional mix where product message is delivered to customers. There are many modes of communication but today, carefully integrating and coordinating the company’s many communications channels to deliver a clear, consistent, and compelling message about the organization and its products is becoming common especially the concept of integrated marketing communications (IMC).
Integrated marketing communications involves identifying the target audience and
 shaping a well-coordinated promotional program to obtain the desired audience response. Too often, marketing communications focus on immediate awareness, image, or preference
goals in the target market. But this approach to communication is too shortsighted. Today,
marketers are moving toward viewing communications as managing ongoing customer
engagement and relationships with the company and its brands. Because customers differ, communications programs need to be developed for specific segments, niches, and even individuals. And, given today’s interactive communications technologies, companies must ask not only “How can we engage our customers?” but also “How can we let our customers engage us?” (Kotler and Armstrong 2017, p.430).

Conclusion
Airbus operates in a duopoly where it competes with just Boeing. Given the problems with its major rival, the company is left in an unchallenged position where its experiencing even further growth. Nevetheless, analysis shows that its marketing needs work. Its social media marketing should be more integrated and into the general communication model. It also needs to ensure consumer opinions are incorporated into marketing message to deliver products that are in sync with consumer needs and wants, unlike its rival.
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